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The Internet penetrates into people’s lives, it not only changes people’s lifestyle, but 
also creates new business model. Because of anonymity and space partition of Internet, 
there have been a lot of frauds in the online market. The issue of trust in the online 
market thus becomes the focus of academia. Trust is able to facilitate effective 
cooperation, increase purchase motivations and bring satisfaction and intention for 
long-term cooperation. Since information asymmetric is more severe in the online market, 
the importance of trust becomes more prominent. It is in this context that we do research 
on online trust mechanism. 
 
Taking online trust subjects of different levels as the logic thread, this research 
analyzes behaviors of these subjects level by level. Beginning with basic theories and 
literature review, this thesis summarizes related concepts and theories about trust, online 
trust and its mechanisms. Moreover, the thesis gives a definition about online trust based 
on the concepts of trust, risk and uncertainty. On this basis, this study investigates 
different online trust subjects level by level. The study first comparatively analyzes the 
impact of online reputation system on sellers’ behaviors. Secondly, the study analyzes 
games among buyers, sellers and communities that are composed by a part of sellers in 
the online market, and furthermore, we investigate how these parties take advantages of 
the reputation system to maximize their utility. Thirdly, the thesis further expands the 
study objects, and studies the operations of trusted third parties who provide the online 
reputation system for the online market. By numerical simulation, we make definite the 
basic force for the sustainability of technical input and market developing. Finally, the 
study ends with a case analysis, in which we take current online trust mechanism of 
Taobao as the example. 
 














online reputation system does improve quality of goods in the market, and this 
improvement bears duration. (2) Some spontaneous private orders in the online market 
are able to make up for the lack of public order, and to play as the role of reputation 
intermediaries effectively. (3) The competition between online trusted third parties 
depends on their inputs in different areas and their initial number of subscribers. (4) In 
most cases, there is no Nash Equilibrium for the technical input in the market, but it is 
good news for the market since the status without Nash Equilibrium will stimulate the 
market and technology developing continuously.  
 
This research provides theoretical basis and practical guidance for the construction 
and development of online trust mechanism in our country. 
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第一章  导论 
 1










物用户研究报告显示，2009 年中国网络购物市场交易规模达到 2630 亿元，年增速
超过 100%，网络购物用户规模达到 1.09 亿人，占中国互联网网民的 28.4%，人均
年度网络购物支出达到 2400 元，较 04 年增长 10 倍。2009 年在网上各类应用服务
中，中国互联网网民进行网上购物的占比为 72.0%。据 CNNIC 统计，截止 2010 年
6 月，网络购物用户规模达到 1.42 亿，我国网络支付的使用率为 30.5%，用户规模






















目前，我国网络支付的使用率为 30.5%，用户规模达 12810 万，半年增长 36.2%，
仍然是用户增速 快的网络应用。当前国内的第三方支付产品有 320 家以上，央行
资料显示，截至 2010 年一季度末，在支付业务中排名前四位的产品分别为支付宝、
财付通、中国银联电子支付、快钱，其中支付宝、财付通等都是以个人用户为主的




的视野。2005 年 1 月，国务院办公厅《关于加快电子商务发展的若干意见》中明确
指出，要“加强政府监管、行业自律、部门间的协调和联合，鼓励企业积极参与…
                                                        




















见的 C2C 模式为例，我国 C2C 电子商务市场近年来发展迅猛，并且交易平台日趋
集中，据 CNNIC 调查报告，淘宝网的 C2C 市场份额达到 83.9%，拍拍网和 TOM







业链如图 1.2 所示： 
 
图 1.2 我国 C2C 产业链 






                                                        






















































国第一部真正意义上的电子商务法③是已于 2005 年 4 月 1 日实行的《电子签名法》，
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